
Textile Challenge II 
Transparency & Brand Activism



Agenda
10:00 Jonas Larsson & Lena-Marie Jensen, Welcome!
10:15 Simonetta Carbonaro, Professor, Swedish School of Textiles.
– Brand Activism: What is Good and What is Bad

10:45 Caroline Holme, director, Globescan.
– Business Case of Transparency

11:30 Rebecca Uggla, Swedish EPA fokus på resurseffektivitet och cirkulär ekonomi. 
– När och hur vill konsumenter ha information om hållbar konsumtion?
12:00 Cecilia Mattsson, Naturvårdsverket, Swedish EPA.
–EU Environmental Footprint (PEF/OEF)
12:15 Christina Jönsson, RISE Research Institutes of Sweden, focus on LCA and chemical regulation
– Chemical legislation anD the need for information sharing systems.
12:45 Lunch
13:30 Workshop
16:30 End of day



Do you want to take a step 
towards Industrial Modernisation? 

Textile Clusters for Industrial Modernisation

Tex4IM, the European long-term partnership for Industrial Modernisation of the Textile and Clothing sector, in cooperation with 
the European Enterprise Network (EEN), brings together the main European textile-based clusters with the aim of setting up 
new co-operations by enhancing innovation capacities, business models, knowledge, skill levels and other key competitive 
factors at the basis of the future of European Textile-clothing sector.

If you are a: 
• textile or clothing manufacturing company 
• fashion brand 
• technical textile producer
• company from a different sector
• R&D and technology provider
• business support unit or industrial growth accelerator, 

The Tex4im matchmaking event is 
place to be to grow and expand 

your market opportunities! 

MATCHMAKING EVENT
13 NOVEMBER 2019 IN STOCKHOLM

GA 822083



Aim of Textile & Fashion 2030

The national platform creates awareness, drives activities, educates, 

and supports the industry and its stakeholders on their journeys

towards meeting national environmental targets and creating circular

textile and fashion systems.



Components of Textile & Fashion 2030

• See – Proactive Communication

• Do – The opportunity to develop

new business models through

innovation, design and prototyping

• Learn – Coordinating and provide

access to experience and expertise



Structure





Aim of today

• Know the main point of the business case of consumer facing 
transparency and brand activism

• Why consumer facing transparency is a must have driver for 
transformative and sustainable change

• How consumer facing transparency and brand activism can build and 
strengthen trust in the supply chain



Kevin Myette, Bluesign technologies Matt Thurston, Head of Sustainability REI

The complexity of transparency



Diagram originally 
created by Matt 

Thurston, REI, with 
further modifications 

from industry 
colleagues.

The Textile & Textile Chemistry Supply “Network”

Rev. 5.1
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Workshop, Transparency



Agenda

13:30 Introduction
13:45 Caroline Holme, risks and opportunities with transparency
14:15 Break out groups
15:00 Fika
16:30 End of Day



Textile Challenge Projects

You are invited to participate in Textile Challenge Projects, they focus 
on different parts of the supply chain, this one in particular on 
Transparency



Company Profile

Materiality Assessment

Stakeholder Analysis

Circularity assessment

Assessment/Evaluation in 
relation to SDGsPDSA cycle

SDG Compass

Connection
Company’s
activities Evaluation

Assessment
of current

engagement
Process

Textile Challenge
Business Innovation

ETC.
Tools

Structure of projects and progression

Time line 2 years
1 occation 1 -2 occasions 3-4 occasions 1 occasion



Company 
Profile

Materiality
Assessment

Circularity
Assessment

Stakeholder
Engagement

Components of the Progression Model

We are not doing
this one today



Hot Spot
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Why are we doing this

Textile and Fashion 2030 shall work to fulfill national environmental

targets and the Global Goals. It shall encourage transformative action 

towards a circular economy, where the natural cycles are the norm and 

contribute to environmental, social and economic sustainable

development.



How will it help you?

• Identify risks and opportunities with consumer facing transparency
• Uncover risks and inefficienies in your supply chains
• Make progression in your sustainability commitment



Aim of this afternoon

• Know the main point of the business case of consumer facing transparency and brand activism

• Why consumer facing transparency is a must have driver for transformative and sustainable 
change

• How consumer facing transparency and brand activism can build and strengthen trust in the 
supply chain

• At the end of the day you will have a better understanding of the possibilities and risks of
consumer facing transparency, and have identified potential hot spots in your supply chain. You
will hopefully be encouraged to participate in Textile Challenge Projects



Afternoon’s tasks

• Short versions of
• Company Profile
• Materiality (Väsentlighetsanalys)
• Stakeholder analysis (Intressentanalys)



Transparency = / ≠ Risk Management

Supply Risk

Organizational
risk

Demand risk

Environmental
risks



Example, Stadium



Stadium
Hållbarhetsrapport 17-18



Stadium
Hållbarhetsrapport 17-18



1. Company Profile

Why? Help you to think about your supply chain and its charachteristics
and your strategies and how they inhibit, facilitate transparency



Source: Simonetta Carbonaro

Approaches to development and systemic
change



Name:
No of employees:
Turnover:
Segment:
No of seasons:
Purchase stretagies (%)

Own production
CM
CMT
Full Package/Price

Production countries:

Level of sustainability:

0. No measure or follow up
To know where to start is a 
challenge

1. Compliance, Awareness and 
Understanding

2. Planning, Managing and 
Demonstrating Performance

3. Aspirational  Innovation 
and System Change

Company profile



Company profile

1. Think in Ink (10 min): On your own use the ”Company Profile”-
section of the handout sheet and think about your organisation and 
how its structures may inhibit of facilitate transparency? 

2. Around the table, discuss your thoughts with eachother and 
compare your organisations 

3. Pop Corn Answers



2. Materiality assessment
(Väsentlighetsanalys)
Why: To identify hot spots of risk and opportunities in your value chain.



The word Materiality

From Wikipedia: As a simple example, an expenditure of ten cents on 

paper is generally immaterial, and, if it were forgotten or recorded

incorrectly, then no practical difference would result, even for a very

small business. However, a transaction of many millions of dollars is 

almost always material, and if it were forgotten or recorded incorrectly, 

then financial managers, investors, and others would make incorrect

decisions as a result of this error

https://en.wikipedia.org/wiki/Investor


Materiality Assessment, simplyfied
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Diagram originally 
created by Matt 

Thurston, REI, with 
further modifications 

from industry 
colleagues.
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Materiality assessment

1. Think in Ink (10 min): On your own, use the sheet and think in ink 
about the different different stakeholder relations your organisation 
has.

2. Around the table: Compare with eachother where your potentially
largest risks/opportunities are in your value chain (10 min)

3. Pop Corn Answers (10 min)



Stakeholder analysis (Intressentanalys)

Why? Identify a group, 

corporate, organization, 

member, or system that

affects or can be affected by 

an organization's actions

Brands

Retailers

Government

Nonprofits

Industry Associations

Manufacturers

Service Providers

Academia



Stakeholder analysis

1. Think in Ink, (10 min): On your own, use the sheet and think in ink 
about the different different stakeholder relations your organisation 
has.

2. Around your table, compare with eachother where your potentially
largest risks/opportunities are with your stakeholders. (10 min)

3. Pop Corn answers: How could risks in stakeholder relations 
decrease and/or opportunities increase with consumer facing
transparency? (10 min)



What are your hot spots?

Company 
Profile

Materiality
Assessment

Stakeholder
Engagement

Hot 
Spot



Thank you!
Now, sign up for Textile Challenge projects
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